



1. ______ consists of the company's position 
with respect to any issue and related laws, bills, 
regulations, or governmental proposals that affect the 
BCBSF family of companies, our members and the 
health insurance market. 
3. Our _____ _, consisting of our business 
definition, personality traits and positioning, is directly 
reflected through the BCBSF Brand Identity System in 
a way that is meaningful and distinctive across all 
audiences. 
7. ______ ___ is an application that assists 
managers and employees in reporting the correct 
worked and non-worked time into the payroll system 
ensuring employees are paid correctly, fairly, and 
within legal guidelines and company policy. 
9. _____ includes all of the talents, skills, 
backgrounds and perspectives that make us unique 
and distinct individuals. 
■ ■ I_ 
DOWN 
CROSSWORD 
Look for the answers in an 
upcoming issue of Quick 
Connections. 
1. ______ enhances the public's trust and 
confidence in BCBSF and builds strong relationships 
with key stakeholders. 
2. BCBSF has introduced a new quarterly edition of 
our BlueLine newsletter dedicated just to hospitals. 
BlueLine's _____ was developed in response to 
feedback from hospitals requesting more information 
and communication. 
4. The ___ Program™ addresses business ethics 
and applicable legal requirements. BCBSF is commit­
ted to applying the values of honesty, integrity and 
fairness in all business practices. 
5. This year's United Way theme is _____ _ 
______ ! 
6. _____ is your company's news source. 
8. ______ is designed to protect the value of 
the cross and shield and the reputation of our name. 
It guides us in delivering on our Promise and living 
up to the key attributes that define our company's 
personality and purpose. 
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T,ie Diversified Business sector is poi,sedfor growth with a new strategic 
plan that will help the Enterprise provide caring solutions and deliver 
an array <if choices that comple,nenls our health business. 
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■ Page 4 lnFocus 
Finding happiness on the job 
■ Page 4 Tidbits 
continued on page 6 
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■ Page 8 Medical malpractice reform: common ground, 
common sense 
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> Mindy Rathbun 
Service Associate 
The Summer issue was 
the best issue of 
Perspectives yet. At first 
I was a little shocked 
by the new size of 
Perspectives, but it has 
definitely grown on me. 
Thank you for endeavor­
ing to keep us informed. 
PPO Control Plan I Major Accounts 
I think the article in the 
Summer issue about 
Empower titled, "New Tools 
Enable Better Customer 
Service," is a wonderful 
article. However, a part 
of the process is missing 
from the article. It would 
please BCBSF employees 
to learn more about our 
process as well. 
Before BlueOptions customers reach the Empower Member 
Service Organization, they can go through an enrollment 
process - if the group so elects. The Web Enrollment Service 
Organization provides our customers with the capability to 
chat, email and/or call us regarding their inquiries. It would 
be nice to read in your upcoming Perspectives issue an article 
on this team. 
> Deborah A. Cornelious 
Empower Web Benefit Enrollment Unit 
ou Know? 
BCBSF's Safety and Security department has provided the 
following services to the corporation through the third 
quarter 2003: 
• Screened and registered 28,010 visitors 
• Screened and secured 4,446 packages and deliveries 
• Provided 3,032 individuals with an escort either to or 
from their car 
• Received 686 calls for service 
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> Novik M. Lee 
Direct Marketing 
I just wanted to send a note 
to thank you for changing the 
new format. The first enlarged 
version made it a little difficult 
to handle and file, but the new 
fold improves that! 
Also, thank you for mentioning 
the money that was saved by 
changing the format and the 
type of paper. That's great! 
Individual Consumer Business Unit 
I wanted to write to let you 
know how much I appreciated 
the Perspectives Summer 
2003 "lnFocus" article on 
BlueOptions (Empower). 
The article was so interesting 
because it communicated 
the experience of one of our 
customers, Christ Fellowship 
in Palm Beach Gardens. The 
article identified how BCBSF 
is offering affordable solutions and new capabilities to a small 
business. I certainly appreciated hearing about BlueOptions 
from the customer perspective. 
As we develop BlueOptions for the individual market 
(BlueOptions Direct), I am very excited that we are developing 
new products and capabilities from an individual customer 
perspective and focus. It makes me even more confident that 
BCBSF will be around for a very long time. To all those who 
are working on our next generation of products and services, 
I wanted to say "thank you." 
> D. Rob Haley 
Individual Consumer Business Unit 
SEND US YOUR POINT OF VIEW. 
You can submit your letter to the editor by sending an email 
to BlueViews. 
• Provided 38 1 individuals assistance concerning their car 
{dead battery, flat tire, etc.) 
• Identified 212 safety hazards during patrols 
• Provided 153 people with medical assistance 
• Responded to 42 fire alarms 
• Investigated and assessed 20 situations concerning 
threats of violence 
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ou Know? 
• The U.S. population is expected to grow to 400 million by 
the year 2050. Eight states have population growth rates 
of more than 2 percent, which means their population will 
double in less than 35 years. Florida's population has 
grown from 1.9 million in 1940 to 15 million today. That is 
more than a 600 percent increase in just 50 years. 
perspectives FA u. 2003 
If one of our most valuable assets is employees, then Mary L. Bell is a true 
gem. She.joined the Blue Cross and Blue Shield of Florida (BCBSF) family 
more than 35 years ago, on Dec. 19, 1967. She has many fine qualities 
including dedication, caring and a quest for knowledge that demonstrate a 
responsibility to the people in her life, at work and at home. 
Bell's dedication to the people she works with is evident from her more 
than 30 years of perfect attendance. Her coworkers marvel at this fact but 
to Bell, the explanation is simple. "You've got to like your job, and you 
have to get up, get dressed and come to work each day," says Bell. "I 
really like my job and that makes a difference." 
Bell has held many positions during the years with great pride, including 
her very first position as a housekeeper in building maintenance. Even 
then, Bell recognized the opportunities for learning and advancement with­
in the company. "From day one, I've seen this as a place of learning," says 
Bell. "I've learned something every day in each of my positions at BCBSF." 
• Florida is the third largest Hispanic market in the nation, 
the fifth largest African-American, ninth largest Asian 
and tenth largest Native American. 
• 1.2 million Haitians reside in the United States, 
and two-thirds of them live in Florida. 
• By 2040, more than 45 percent of our 
population will be 65 years and older. 
• • 
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Due to Bell's thirst for knowledge, she has 
advanced many times within the BCBSF family. 
Currently, she holds a customer service 
representative II position in National Account 
Service Operations (NASCO). She projects a 
professional image while dealing with new 
developments on a daily basis. It is the daily 
work that keeps her job interesting. "There's 
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Mildred Griffith, NASCO customer service manager, 
arranged a special breakfast celebration for Bell, her 
team and friends who have shared in Bell's career. 
members. "I've seen BCBSF trying to keep 
costs down," said Bell. "That's good for us -
the employees. That's an example of caring 
solutions." 
BCBSF strives to provide challenging and 
stimulating professional opportunities for each 
of its employees. In turn, this allows our mem­
bers to receive the health care solutions so 
''Mary's dedication is commendable 
and especially worthy of extra recognition. 11 
says Bell. "Being able to adapt to change is 
part of why I like my job," she continues. 
"When you're dealing with customers, you 
have to handle each one of them professionally. 
My experience allows me to handle even an 
irate customer, and when they hang up, they 
are satisfied." 
Bell continues to show a strong commitment 
to quality year after year, as demonstrated 
with her perfect quality score for the first and 
second quarters of 2003. Bell is the top recipient 
of "Stoplight Awards" as part of NASCO's Customer 
Comment Recognition Program, recognizing 
employees who receive positive feedback from 
our customers. Bell is a strong role model to 
her teammates. Tresa Dunn, customer service 
representative, says, "She's always professional. 
When we get bogged down with a lot of calls, 
you turn to Mary and she says, 'Take them 
one at a time. We'll get to each one."' That 
encourages Dunn and others on the team 
because it releases the tension and helps to 
reduce the stress of the day. Bell provides caring 
solutions to her teammates and customers 
each day with first-contact resolution. 
Keeping an open mind and being flexible on the 
job has allowed Bell the opportunity to move 
up within the company and to be recognized 
for her contributions. Mildred Griffith, Bell's 
supervisor, says, "Mary's dedication on the job 
is commendable and especially worthy of extra 
recognition." To provide this recognition, 
Griffith arranged for a breakfast celebration 
for Bell, her team, her supervisors and other 
friends who have shared in Bell's career. Many 
people attended the event that celebrated Bell's 
commitment to a job well done. 
This celebration was a toast to Bell's dedica­
tion. Many people stood and commended her 
helpfulness. In fact, a few people mentioned 
that Bell's encouragement, straight talk and 
gentle reminders made the difference in the 
success of their careers at BCBSF. 
"It's important to enjoy your job, and I like the 
people here. I like helping as much as I can," 
says Bell. "Plus, I enjoy the company experi­
ence." Seeing that the company models caring 
solutions through dealings with employees, 
it's easier to continue that philosophy with our 
TOP FIVE STATES OF HISPANIC POPULATION GROWTH 
1995-2025 PROJECTED 
STATE JULY 1995 JULY 2000 JULY 2005 JULY 2015 
California 9,206,000 10,647,000 12,268,000 16,411,000 
Texas 5,173,000 5,875,000 6,624,000 8,294,000 
NewYork 2,541,000 2,805,000 3,071,000 3,664,000 
Florida 1,955,000 2,390,000 2,845,000 3,828,000 
Illinois 1,090,000 1,267,000 1,450,000 1,840,000 
ource: U.S. Census, 2002 
Evelyn Colon, director of NASCO Canadian 
Operations, points out Belf's strong commitment 
to quality as the top recipient of "Stoplight 
Awards," NASCO's Customer Comment 
Recognition Program. 
essential for their daily lives. Flexibility, dedi­
cation and respect - these qualities that Bell 
displays reflect a professional who fulfills her 
daily responsibilities to friends, family 
and colleagues. Here's wishing you many 
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"This road map provides clear direction 
to·r Diversified on its_ 
journey_ to provide 
�caring (.�olutions." 
Barbara Benevento, group vice president, 
Diversified Business sector 
Diversified Business is a customer-driven 
group of insurance and related businesses that 
provides life, disability, denLal, long-term care, 
workers' compensation and third-party admin­
istration services. Barbara Benevento, group 
vice president, was tapped to take over the 
reins as Sector Head earlier this year as Walt 
Liptak, president of Florida Combined Life and 
vice president of Business Solutions, transitions 
toward retirement from the company. 
"Redesigning our strategy resulted in a road 
map," says Benevento. "This road map provides 
clear direclion for Diversified on its journey to 
provide caring solutions." 
Benevento says Diversified approached strate­
gy development a little differently. In addition 
to Diversified's human resources, the strat­
egy development team reached across the 
Enterprise to involve people like Winston Ball, 
director of Corporate Development, Brian 
Foley, Information Technology Strategy, Jill 
Gleeson, e-Business sector head, Jean Hull, 
group vice president of Health Business 
Strategy, Fred Ryder, vice president of 
Corporale Development and Craig Thomas, 
vice president of Product Development and 
Management, to ensure the strategy comple­
mented the business we're in as an Enterprise. 
''We wanted to have alignment," says Benevento. 
"During the last 15 years, Liptak brought us 
[Diversified Business] to a high level of success 
and built a strong foundation in areas where 
we'll see high growth," says Benevento. "For 
the next five years, the challenge we have is 
to make iL easier for individuals and groups to 
do business with us." 
When Liptak joined Blue Cross and Blue 
Shield of Florida (BCBSF) in 1988, the company 
was brokering life insurance products to its 
customers. Liptak led the effort to develop and 
sell our own life insurance. That venture has 
grown Lo include disability, workers' compen­
sation, flexible spending and dental care (no 
longer a benefit in a health care plan but now 
a sland-a]one with ils own array of choices: 
HMO, PPO, indemnity or copay plan.) Within 
the last few years came the addition of long­
term care insurance along with home health 
care and a services-only product. 
"From a service standpoint, an example 
of how to make it easier for customers Lo do 
business with us is to have our customers 
make a single phone call as opposed to a 
number of calls to various companies or 
departments," says Benevento. ''We want to 
market these products in such a way that the 
employers, employee groups and individuals 
can buy a package and receive more value. 
"The good news," Benevento says, "is that 
we completed the strategy and are sharing it 
across the Enterprise and incorporating the 
work into our business and operalional plan­
ning. It's being very well received - now it is 
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lways been done.  Change is 
b le ,  pa rt icu la rly in today's 
i ndustry .  Among the many 
Jenefits, understand i ng our  
and i ts  h istory provides us 
gu idepost and measur ing 
)r decis ion-ma k ing .  
Kompel la , "Your brand 's heritage may hold the 
s futu,e, " www.brandchannel .com 
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H E R ITAG E 
The longer a brand is i n  existence, the greater 
a heritage it develops. A heritage brand carries 
with i t  a g reat responsib i l ity and degree of 
trust. The market ra ises the performance ba r 
for heritage brands .  Success and customer­
focus a re expected . Fa i l u res a re ra re ly ignored 
and not eas i ly forgotten - th i n k  " New Coke . " 
Strong brands, pa rticu lar ly heritage brands, 
create an  emotional  relat ionsh ip with 
consumers .  The brand is known to possess 
certa i n  tra its and va l ues.  There is a degree of 
predictab i l ity. When a brand does someth ing 
that is out of character, it r isks a l ienat ing loya l 
customers .  What if Ha rley-Davidson® 
i ntroduced a hot p i nk  scooter or h i red a 
" wimpy "  spokesperson?  Th is wou ld go 
aga inst the i r  heritage of havi ng the " bad boy" 
i mage . 
With a h istory of nea rly 60 yea rs, B l ue Cross 
and B l ue Sh ie ld  of F lorida (BCBSF) stands for 
strength, experience and commitment.  These 
tra its requ i re that we conti n ua l ly work to 
respond to the chang ing marketp lace through 
the del ivery of ca ri ng solutions .  As our  
Promise states, when it comes to our  fr iends, 
fam i ly and ne ighbors, "we wear our  
respons ib i l ity proud ly and strive to  earn  the i r  
cont i nued respect and trust everyday. " I n  
addit ion to bei ng good bus iness, th is  sense of 
respons ib i l ity stems from our  deep heritage 
and commitment to the health and wel l-be ing 
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There a re many ro les that the h istory of a 
brand can play.  For employees, it can g ive a 
sense of pride .  " B rands with a r ich heritage 
tend to have h igh leve ls of mora l .  " 1 Through 
the ab i l i ty to see where a company sta rted and 
where it is today, a sense of prog ress and 
accompl ishment can be created . 
From a bus i ness perspective, an  
understand ing of  the past can a id  us i n  
improving  our  futu re .  I t  a l lows us to  see what 
has and has not worked, giving us the 
opportun i ty to learn from our m istakes and 
leverage our  successes. A sense of h istory 
can provide ins ights i nto what we do and don 't 
do wel l ,  thus gu id ing  our future activit ies.  For 
example ,  the Wm. Wrigley J r . Company has 
stood by its h istory of strength as a gum 
manufacturer .  Wh i le  competitors have 
extended i nto the candy category, they have 
rema ined i n  the gum bus iness, but have 
extended that strength i nto the health arena . 
The Wrig ley Hea lthcare Div is ion was 
estab l ished i n  2000 to deve lop and market 
products that use chewi ng gum to del iver 
active i ngredients that provide health benefits . 2 
Brand heritage can be d isp layed i n  a va riety of 
ways . Many corporate web sites provide 
h istorica l brand i nformation . Visua l  d isplays of 
h istoric memorab i l ia a re another veh ic le .  The 
fash ion ing and design of a brand is another  
method to preserve a rich heritage .  For 
example, The R i tz-Ca rlton® has reta i ned a 
CONTINUED ON PAGE 4 
Brand in Action . . . . . . . . . . . . . . . . . . . . . . . . . . . .  2 
Measures and Metrics . . . . . . . . . . . . . . . . . . . . . . .  3 
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B RAND IN  ACTION 
B l ue Cross a n d  B l ue Sh ie ld  of 
F lor ida ( BCBSF) has a long h i story 
of g iv ing back to the comm u n ity .  
F rom corporate and employee 
g ivi ng ,  i n-k ind donat ions and  
employee vo l u nteer ism,  we sta nd 
beh ind  our comm itment to the 
pub l ic  good . I t  i s  part of what the 
BCBSF  B rand has come to mea n .  
Wh i le  employees have a lways 
ta ken an act ive ro le in the i r  
com mun it ies,  the B l ue  
Commun ity Champions progra m  
h a s  g iven employees a centra l 
i nformation poi nt to see the 
n umerous vo l u nteer opportun it ies 
ava i l ab le  across the state . I t  a l so 
provides a veh ic le  for keep i ng  
t rack  of  the n u mber o f  hours 
i nd iv idua ls  and  g roups of 
emp loyees donate . I n  2002 a lone ,  
employees gave 30 ,000 vol u nteer 
hours to 1 50 agenc ies across the 
state and in Connect icut .  Th is  
mea ns s ign if icant opportun it ies for 
BCBSF  to have a pos it ive 
presence in the com mun it ies we 
serve and l ive . And, i f  we can 
wear our  BCBSF sh i rts wh i l e  
vo l u nteeri ng ,  we can l i tera l ly 
" wear ou r  respons ib i l ity p roud ly . " 
Susan Brandenburg 
& Fernando Bryant 
Some qu ick  facts on 2002 
commun ity i nvolvement i nc l ude :  
• 530 vo l unteers bu i lt Hab itat for 
H uman ity homes in the 
Jacksonvi l l e  a rea . 
• BCBSF  employees co l lected 25 
tons of  food for  1 0  organ izations .  
• More than 5 ,300 school suppl ies 
were col lected for F lor ida 
Department of Ch i ld ren and 
Fam i l ies and The Sa lvation Army. 
• Ho l iday adoption supported 469 
ch i ld ren ,  fam i l ies ,  d isab led and 
e lde rly adu lts for  F lor ida 
Department of Ch i l d ren and 
Fa m i l i es .  
One  of many examples of our  
commun ity presence is our  
partnersh ip  w i th  the Jacksonvi l l e  
Jaguars .  S i nce 2000 we have 
been the Off ic ia l H ea lth P lan of 
the Jacksonvi l l e  Jaguars and the i r  
Off ic ia l  Commun ity Relat ions 
Pa rtner .  In add it ion to g iv ing 
employees some fun vo l u nteer 
opportun it ies such as J u n io r  
Jaguars Tra i n i ng  Camp and the 
Donovin Dari us  Youth 
Foundat ion 's  Life Ski l l s  Camp,  the 
partnersh ip  has afforded both 
Mainor Andrews 
& Renaldo Wynn 
orga n izat ions the opportun ity to 
recog n ize emp loyees and p layers 
who have made outstand ing 
contri butions to the Northeast 
F lorida commun ity .  Each year, one 
Jaguars p layer and one BCBSF 
employee a re recogn ized and 
presented with the BCBSF 
Community Champion A ward 
duri ng a ha lf-t ime presentation at 
the last home game of the Jaguars 
regu la r  season .  BCBSF and 
Jaguars winners ,  respectively, for 
the last th ree yea rs were : 
2000: Susan B randenburg and 
Fernando B ryant 
2001 : Mainor  Andrews and 
Rena ldo Wynn  
2002: Vena Patton and Donovi n 
Dar ius 
I n  add it ion to the recogn it ion of 
the i r  commitment, each award 
rec ip ient names a charity of the i r  
cho ice to rece ive $2, 500 from 
BCBSF- on the winner 's beha�f. 
Remember, our  B rand is much 
more than our  name and logo.  It 's 
about a l l  of us and the people we 
serve . Keep up the good works ! 
Donovin Darius 
& Vena Patton 
· .. 
M EASURES AN D M E  
Through our  on-going resea rch 
with consumers and bus iness 
decis ion-ma kers ( B DMs) ,  we k, 
that our  B rand does not perforr 
wel l  with the BDM aud ience a� 
with consumers .  Scores a re 
cons istently lower on measure: 
such as " I s a leader in f ind ing r 
and better ways of provid ing hE 
ca re and hea lth ca re coverage, ' 
" Provides good va l ue for the cc 
of coverage, " and " Makes you 
in control . "  Addit iona l ly, we he 
seen decl i nes on these and me 
other tested attr ibutes s i nce 1 � 
With the i ntroduction of 
B l ueOptions5M and the many 
services and capab i l it ies that 
accompany it, BCBSF has a grE 
opportun ity to make i n-roads vv 
th is cr it ica l aud ience.  To prom< 
these new offer ings, BCBSF 
launched a mu lti-media campa i  
on October 20 that wi l l  ru n thrc 
November 2 1 . Titled "What 's 
from Blue ?, " the campaign targ 
BDMs with messages about 
B l ueOptions, ca re and i nforma1 
programs and product offeri ng� 
from D ivers if ied Bus i ness. I t  V' 
run in Sa rasota , Panama City, 
i zat ions the opportun ity to 
1 n ize emp loyees and p layers 
1ave made outstand ing 
but ions to the Northeast 
a commun ity . Each year, one 
I rs player and one BCBSF 
)Yee a re recogn ized and 
nted with the BCBSF 
nunity Champion Award 
J a ha lf-t ime presentation at 
st home game of the Jaguars 
i r  season . BCBSF and 
I rs win ners ,  respectively, for 
st three yea rs were: 
Susan B randenburg and 
ndo B ryant 
Ma inor Andrews and 
do Wyn n  
Vena Patton a n d  Donovin 
J it ion to the recogn it ion of 
�ommitment, each award 
:int names a cha rity of the i r  
� to receive $2, 500 from 
-F on the-winner' s behalf .  
:mber, our B rand i s  much 
than our  name and logo.  I t 's 
a l l  of us and the people we 
Keep up the good works I 
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M EASURES AN D M ETRICS 
Through ou r  on-going research 
with consumers and bus iness 
decis ion-makers (BD Ms) ,  we know 
that our  B rand does not perfo rm as 
wel l  with the BDM aud ience as 
with consumers .  Scores a re 
consistently lower on measures 
such as " I s a leader in f i nd ing new 
and better ways of provid ing hea lth 
ca re and health ca re coverage, "  
" Provides good va lue for the cost 
of coverage, " and " Makes you feel 
i n  control . "  Add itiona l ly, we have 
seen decl i nes on these and most 
other tested attributes si nce 1 998 . 
With the i ntroduction of 
B l ueOptions5M and the many 
services and capab i l it ies that 
accompany it, BCBSF has a great 
opportun ity to make i n-roads with 
th is cr it ica l a ud ience .  To promote 
these new offer ings, BCBSF 
launched a mu lt i-media campa ign 
on October 20 that w i l l  run th rough 
November 2 1 . Tit led "What's Ne w 
from Blue?, " the campaign ta rgets 
B D Ms with messages about 
B l ueOptions, ca re and i nformation 
prog rams and product offer ings 
from Diversif ied Bus iness .  I t  wi l l  
r u n  i n  Sarasota , Panama City, 
Tampa ,  M iam i ,  Ft. Lauderda le ,  
West Pa lm  Beach and Jacksonvi l l e .  
The  campa ign ut i l izes a va riety of 
media out lets: rad io ,  te levis ion ,  
Web, d i rect mai l ,  a new Web site 
and CD-ROMs that wi l l  d rop i n  
major da i l y  newspapers and  
bus iness journa ls .  The  CD-RO M  
featu res i nformation about 
B l ueOptions, B l ueDenta l5M, Life 
Essentia ls5M , B lueComplements5M , 
MyB l ueService5M , Health D ia log® , 
and much more . Th is interactive 
tool a l lows customers to see 
f i rsthand how they can take control 
of their health ca re and hea lth ca re 
decis ions through many of these 
programs.  
S i nce 1 960, the average US 
res ident has  exper ienced a 
dramatic increase i n  the number of 
advert is ing messages they a re 
exposed to on a da i ly bas is .  I n  
1 960, the number was 1 , 500 and 
by 2000 it was up to 5 ,000 
advert is ing messages per day. 
Add to th is the many new ways i n  
which to commun icate them -
i nternet, product p lacement i n  
movies, even mobi le-phone d isp lay 
screens . 1 In order to break-th rough 
the c l utter, a n  i nnovative and 
d isti nctive approach was requ i red 
that wou ld  reach and spea k to the 
ta rget aud ience - the hea lth 
benefits decis ion-maker. With its 
rich content, catchy de l ivery and 
u n ique,  mu lti-media approach,  the 
campa ign wi l l  he lp  get the word 
out about the great and new th ings 
happen ing at BCBSF .  If you a re 
i nterested i n  see i ng the contents 
of the CD-ROM,  visit 
www. newfromfloridablue. com. 
' Nora A. Aufreiter, David E lzinga and Jonathon W. 
Gordan,  " Bette r Bra nd ing, " The McKinsey Quarterl y, 
2003 Number 4. 
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sense of its h istory through its 
s ignature coba lt b lue goblets . For as 
long as The R itz-Ca rlton ,  Boston (the 
f i rst in the cha in )  has been i n  
existence; b lue goblets have been 
pa rt of the place sett ing .  These 
goblets were des igned to match the 
b l ue crysta l chandel iers i n  The D i n i ng 
Room . Coinc identa l ly, b lue g lass was 
cons idered a status symbol in 1 920 's  
Boston .  Window g lass imported 
B RAND OBS E RV E R 
One of the great American heritage 
brands i s  the Ha rley-Davidson® 
Motor Company. Recently 
ce lebrati ng its 1 00th ann iversary, it is 
a brand that has su rvived through 
some tough t imes,  but than ks to a 
com mitment to preservi ng the 
legacy, has experienced resound ing 
success . I mages of r iders tak ing to 
the open road on the i r  Ha r leys have 
become the stuff of American icons. 
Ha r ley motorcycles have become 
such a part of American h istory that 
the Smithson ian Nationa l M useum 
of Amer ican H istory owns fou r  
vi ntage Ha rleys . 
Founded in 1 903 and i ncorporated i n  
1 907, the  Motor Company sti l l  bea rs 
the name of its founders ,  Wi l l i am S .  
Har ley and brothers Arthur, Walter 
and Wi l l i am A. Davidson .  Its c lassic 
" Bar  and Sh ie ld " logo was f i rst used 
in 1 9 1 0  and endu res today. Another 
aspect of heritage comes in  the form 
of design .  S ince 1 925 ,  the gas tan ks 
have had the d ist inct teardrop shape .  
The un iqueness of a Ha rley comes 
not on ly i n  its look, but i n  its sound 
and fee l .  The d ist inctive sound of its 
i d l i ng eng ine is  an  i ntent ional resu l t  
of p istons that f i re uneven ly. In  
add it ion to captur ing many senses, 
there is  a strong emotiona l  
from Eu rope underwent a chem ica l  
react ion when h itti ng the Boston a i r  
and tu rned b lue .  B l ue  g lass windows 
meant the homeowners cou ld  afford 
imported g lass .  The R itz-Carlton ,  
bei ng qu ite fash ionab le ,  ordered 
g lasses in this color.3 
By understand ing and ta k ing the 
heritage of our  B rand i nto accou nt, it 
does not mean we wi l l  conti nue to 
do the same th ings the way they 
attachment to the brand .  Forty-two 
percent of Ha r ley purchasers i n  2002 
owned one previously and another 
28% were e i ther  new to 
motorcyc l i ng  or hadn't  owned one 
for at least the past 5 yea rs . 
Ea rly on ,  Harley-Davidson knew the 
power of event marketi ng and 
merchand is ing .  In 1 947 , attendees 
at that yea r 's Dea lers Convention 
were g iven a tra i n  r ide to a " secret 
desti nation , "  which tu rned out to be 
a newly purchased p lant .  That same 
year  the Motor Company sta rted 
se l l i ng  the c lass ic b lack leather 
motorcycle jacket that has become a 
stap le of r iders everywhere .  
S i nce then ,  " events " a n d  " riders " 
have become core e lements of the 
Ha r ley owner experience - from 
yearly ra l l ies to ann iversary events . 
The famed Ha r ley Owners G roup 
BlueCross BlueShield 
of Florida 
An Independent Licensee of the 
Blue Cross and Blue Shield Association 
have a lways been done. Change is  
i nevitab le ,  pa rt icu larly i n  today's 
hea lth industry .  Among the many 
other benefits, understand ing our 
B rand and its h istory provides us 
with a gu idepost and measur ing 
stick for decis ion-maki ng .  
1 Kartikeya Kompel la, ·· vour brand's heritage may hold the 
keys to its future, " www.brandchannel .com 
' www. wrig/ey com 
www.ritz-carlton com 
Special thanks to BCBSF Corporate Arch 1v1st, M ichael 
Kucsak. for h is i nsights to th is art ic le . 
( H . O . G . )  was formed i n  1 983 . 
Twenty yea rs late r, its membersh ip 
exceeds 500,000 . 
The company has had its sha re of 
d ifficu lt t imes .  I n  the 1 960s and 
70s,  it lost g round to an  i nf l ux  of 
Japanese b i kes and  it was bought 
by American Mach ine  and Foundry 
(AM F) i n  1 969.  But a decade later, 
1 3  sen ior Ha rley-Davidson 
executives, i nc l ud ing  Wi l l ie G .  
Davidson,  g randson of one of the 
founde rs ,  bought the company back 
i n  what Dav idson ca l l s a 
" . . .  dec is ion (that) was more 
emotiona l  than f i nanc ia l . " He  
stated ,  " I f there was  a chance to 
save th is  g reat i n st itution ,  I wa nted 
to be a part of i t . " 
Now at its m i lestone 1 00 yea r 
ann iversary, the Ha rley-Davidson 
Motor Company legacy l ives on. I n  
addit ion t o  strong busi ness 
performance - i n  2002, Ha rley­
Davidson, I nc .  accounted for 47 % of 
the market sha re in the U n ited 
States and Canada and 30% 
wor ldwide - they are committed to 
the preservation of thei r he r itage. 
www.harlcy- davidson.com 
"Wild Th ing"  by Robert F . Howe, Sm1thson ,an , August 
2003. 
Have a Promise success story, brand research or a little-known 
fact about another brand you'd like to share? Please contact 
Robin Sul l ivan (5-3012)  to share your ideas for Brand Matters, 
a Brand & Market Communications Management publ ication. 
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The strategy embraces the Empower platform 
and complements Enterprise health business 
by leveraging Enterprise assets, such as the 
Blue Brand, distribution and customer base. 
The strategy focuses on three areas of excel­
lence: strategic alliances, distribution and product 
development. Where it is more efficient to 
form a strategic alli ance to develop a product, 
D iversified Business is building those a l ian�es. 
Although licensed to conduct business in other 
states, the group will continue to focus on the 
Florida market first and will explore opportuni­
ties in other states as appropriate. 
''We looked at execution plans for each area 
of excellence," Benevento says. "As we ro11 out 
new products, we will determine if we should 
provide them alone or ally with others, such 
as other Blues Plans." 
use pre-tax employer dollars for out-of-pocket 
health expenses. These new products will 
increase our cross-selling opportunities lo both 
new and existing health customers. 
"We want to grow significantly," Benevento 
says, "and one way to do that is retention. If 
a customer wants more products and services 
and they buy those from BCBSF, we will see 
retention and growth." 
Diversified Business not only redefined its 
strategy, it came up with a brand for the sector, 
"BlueSky Diversify," so employees could clear­
ly identify w:i th their sector while also linking 
back to the Enterprise's overall strategy. The 
logo for BlueSky Diversify was unveiled to 
employees along with the sector's five attrib­
utes to provide caring solutions. 
"BlueSky Diversify helps employees understand 
that all the work we do helps support the 
Enterprise's goals as a whole," says Benevento. 
"The Diversified Business team should live out 
the attributes in all of their work activities." 
Thi.s new direction required Diversified 
Business to refine its organization and more 
effectively align the work against goals -
rp.iking it easier for customers lo do business 
with us. The redesign announced in late 
September was a result of benchmarking com­
petitors as well as discussions with key leaders 
in tl1e organization. The sector has now moved 
from a business unit structure to a functional 
structure - enabling i.t to better focus on the 
customer, says Benevento. 
Among the new products are individual life, 
including interest-sensitive products, stop­
loss medical insurance designed to mitigate 
the impact of health claims expenses for self­
insured employers and Health Reimbursement 
Accounts (IIRA), which enables employees to 
D iversif ied Business Sector's Structure 
DIVERSIFIED BUSINESS 
SECTOR'S ATTRIBUTES TO 
PROVIDE CARING SOLUTIONS: 
Dynamic 
• Chara cterized by continuous improvement 
and resu lts; active 
Flexible 
• Capab le of adapting to change 
• Strong/robust 
Focused 
• Able to identify and stay on tra ck to get results 
• Accounta b l e  to customers and ou rselves for 
results 
Engaged 
• Active ly involved 
Optimistic 
• Looks positive ly towa rd the future 
• I nsp i res others 
Solutions 
Development 
• Alliance Management 
• New Business Development 
• Diversified Business Strategy 




• Marketing Strategy 
• Product Development 
• Multi-Channel Distribution 
• Branding/Advertising 
• Product Champions 
Organizational 
Effectiveness 
• Organization Design and Human Systems 
• Culture/Leadership 
[ Service J Business Support 
• Service for al l existing 
and new product lines 
Finance 
· Life 
l - Dental · LTCI -----
. Workers' Comp 
- Disability 
- Flex Products 









Diversified Business' reorganization took effect Oct. 1, 2003, transitioning 
the sector from a business-unit focus to a functional focus enabling it to 




FALL 200", · perspectives 7 
8 
B CBSF a n d  h e a lth care p ro fessio n a ls wo rk to g e th er  to p a ss cap s o n  
n o n - e c o n o m ic da m a ges a n d  lia b ilit y p ro te c tio n 
D 
id you know 7 percent of U.S. health 
care cost increases from 2001 to 2002 
were the result of health care litigation, 
directed at health care professionals, health 
plans and insurers? It's true, according to a 
recent PriceWaterhouseCoopers report (The 
Factors Fueling Rising Healthcare Costs, 2002) . 
The bottom lin e  is nearly $5 billion in higher 
premium costs. Blue Cross and Blue Shield of 
Florida's (BCBSF's) Mission includes helping to 
provide Floridians with affordable products and 
services, so medical malpractice reform has 
been on our radar screen for quite some time. 
"As much as we can bring that 7 percent down 
to 5 percent, or even 3 percent, and not let it 
get to 10 percent or higher, we are serving our 
members' interests," says Steven Smith, BCBSF 
director of State Government/Legislative 
Relations. 
As Florida residents, we could not escape the 
late Spring and early Summer news updates 
about the Florida Legislature's repeated 
attempts to agree on some type of tort reform. 
Most providers and insurers agreed with the 
idea that limits on non-economic damages are 
the most effective way to make medical liability 
premiums more affordable. 
Through all of this, many dedicated individuals 
here at BCBSF were working behind the scenes 
to help pass positive medical malpractice 
reform laws and to cap non-economic damages 
for providers and health plans. 
perspectives F.\LI, .w<n 
"If a provider or a health plan makes a mistake 
and there are real economic damages, then 
they should pay," says Smith. "However, this 
cap gives the certainty that 'lottery-type' huge 
damages awards will end." obody is debating 
paying injured people for the actual monetary 
costs associated with recovery from any effects 
of malpractice or even lost wages. What's at 
issue is high jury awards for what is usually 
known as "pain and suffering compensation" 
or "emotional distress." 
Dr. Dan Lestage, vice president of Health Care 
Programs, worked with the Florida Medical 
Association (FMA) to ensure BCBSF was an 
integral part of the physician/hospital/insurers 
coalition. This was an important collaboration 
that supports our Physician/Provider Relationship 
Management Strategy. We were all on the 
same side on this one, and Lestage served as 
our link with the physicians. 
Florida Association of Health Plans (FAHP) 
on certain elements of reform needed in this 
year's legislation rather than waiting until the 
2004 Florida Legislative session. Those ele­
ments, dealing with vicarious liability of health 
plans, were included in Senate Bill 2-D, which 
Gov. Jeb Bush signed into law in Aug. 2003. 
"Vicarious liability," says Smith, "means that, 
without protections, health plans like BCBSF 
could be held liable for the actions of providers 
contracted with that health plan, even if they 
are not employees." 
Charles Joseph, vice president and senior litiga­
tion counsel, was also a key contributor to the 
successful effort. He identified vicarious liability 
as a potential landmine for BCBSF. Ultimately, 
his targeted thinking was instrumental in the 
success of the company's efforts with the 
governor's office and the state legislature. 
, , we wanted to work with the providers 
because we were stronglyon 
the same side of this issue. , ,  
"We wanted to work with the providers 
because we were strongly on the same side 
of this issue," says Smith. ''We were literally 
working hand-in-hand with Florida's physicians 
and hospitals and all providers on this." 
What's more, Lestage and Smith were able to 
focus health plan representatives and the 
The 2003 Florida Legislature got back together 
in August 2003 and passed Senate Bill 2-D, 
which included the two key provisions BCBSF 
supported: strong relief for health plans from 
vicarious liability and caps on non-economic 
damages. Gov. Bush quickly signed the 
bill into law. � 
D 
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In today's environment of 
corporate mistrust, the strategic 
value of building confident rela­
tionships with Lhe public cannot 
be underestimated. That is why 
Blue Cross and Blue Shield of Florida 
(BCBSF) has a Public Affairs Group dedicated 
to help build the public's trust and confidence 
in our company and strengthen relationships 
with key stakeholders. 
The public's impression of a company can make 
or break its reputation, which ultimately can 
lead to success or failure. "The entire company 
plays a role in how the pub l ic views us," says 
Russ J ollivelle, group vice president of Public 
Af airs, "because every interaction leaves an 
impression. The Public Affairs Group works with 
areas throughout the organization to ensure that 
the public's impressions are positive." 
Every day, BCBSF interacts with many dif erent 
stakeholders, including customers, employees, 
providers and physicians, agents and brokers, 
legislators and regulators and more. A focus of 
the Community Relations area is to dif1i rentiate 
he Enterprise messag 
BCBSF from its competitors by leading a com­
prehensive program of social responsibility 
and community investment. 
"We're taking steps to better understand 
our various publics' perspectives, focusing 
from the outside-in, so we can build stronger 
relationships," says Jollivette. 
"To maintain and continuously improve 
our reputation, we must also understand 
what is important to our employees," says 
Carol Cox, senior consultant for Corporate 
Communications. "There is a strong link 
between successful companies and excellent 
employee communications. When employees 
know where the company is going, understand 
the company's purpose and can identify how 
they are a part of that purpose, it helps us 
achieve our goals," she explains. 
In support of employee communications, 
the Corporate Communications team has 
responsibility for a variety of communications 
programming including Perspectives, Quick 
Connections and BlueViews TV, in addition to 
providing strategic communications consulting 
throughout the Enterprise. 
BCBSF is an active corporate citizen that works 
to fulfill its social responsibility to advance the 
health and well-being of all Floridians. One way 
employees identify with our values and mission 
is through volunteer work. Last year, our 
employees provided 30,000 hours of volunteer 
service to agencies across Florida, meeting such 
needs as food, medical service and housing. 
Our employees generously support United Way, 
not only through donations, but also through 
volunteer efforts. Hundreds of BCBSF volun­
teers provide leadership for the fundraising 
campaign and support for Days of Caring activi­
ties, as well as serve on United Way boards and 
committees. It is not surprising that BCBSF has 
been the United Way of Northeast Florida's 
number one contributor for the last four years. 
The South Geographic Business U nit (SGBU) 
conducted its 2003 campaign early as part of 
Miami-Dade's Pace Setter campaign, raising 
$75,000 and almost quadrupling membership 
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Association & Trade Groups 
Local Leaders 
campaign co-chair, says, "This campaign 
demonstrates the tremendous commitment the 
SGBU and all employees have to the United Way." 
The Public Affairs Group helps to leverage our 
community involvement so that its cumulative 
impact can be shared with the public. "We 
established Blue Community Champions to 
provide a cohesive, branded approach to our 
volunteer activities," says Susan Wildes, senior 
community relations consultant. "Our Blue 
Community Champions are valued in the com­
munities for their strong work ethic and skills. 
Medic a re & More plan m e m b e rs vis it  Capitol  Hill to 
re q u e s t  incre a s e d  fun ds for the  Medicare p rogra m .  
; ,. Public Policy Academics 
Regulators 
Opinion Leaders 
Association & Trade Groups 
Think Tanks 
decreased government funding, the number of 
counties in which BCBSF provides its Medicare 
HMO has decreased steadily since 1997. 
Through its strong relationships with senior 
HMO members and the media, BCBSF has 
been able to successfully communicate its 
reasons for limiting availability and help 
seniors become involved in expressing their 
viewpoints to members of Congress. 
Manager of Constituent Relations Bruce 
Middlebrooks makes annual treks 
to the nation's capitol with BCBSF 
Medicare & More members to meet 
with legislators and discuss the need 
for additional funding for the 
Medicare+Choice program. 
"Getting involved with seniors in our 
Medicare & More program really puts 
a human face on this situation," 
explains Middlebrooks. "It's gratifying 
when you hear their stories and see 
how appreciative they are of the pro­
gram and our efforts to strengthen it." (L to R) : Th elma Enish ,  Wa lter  Brill, Rep .  E. Clay S h a w  
(R-22) ,  Rufus  C h a n dler, J a n e t  Crozier, Ja m e s  Mies,  Ruth  
Mies ,  Diana Brill, Hazel  C h a n dler, Bruce Middlebrooks,  
Virginia Powe and Sh e llie Powe .  The Governmental and Legislative 
Relations division and the Public 
Policy area in the Public Affairs Group ensure And, employees have opportunities to develop 
their leadership skills and build strong rela­
tionships throughout their communities." 
Positive relationships are especially critical 
when the company has to make tough decisions. 
"If we have a good foundation of trust and confi­
dence, the public will be more accepting when 
we make difficult decisions," says Rick Curran, 
director of Corporate Communications. 
The value of fostering strong relationships 
was evident when the company had to limit 
its popular Medicare & More product. Due to 
that relationships with legislators and regulators 
are strong, making grassroots initiatives like 
our Medicare+Choice influencing possible. 
These areas work year round at the state and 
federal levels to influence the outcome of legis­
lation affecting our members, the company and 
the industry. 
The Public Policy area, also part of the Public 
Affairs Group, works to create policy positions 
on important issues facing health care and 
insurance markets that relate to laws, legisla­
tion, regulations and government proposals. 
''We do this through objective, in-depth 
research and by developing an understanding 
of Enterprise business processes," says Pamela 
Martin, director of Public Policy. 
"We have a reputation for thoroughly analyzing 
legislation from a public policy perspective, 
not just a BCBSF perspective. For that reason, 
legislators and regulators will pay particular 
attention to our position," explains Jeff Wollitz, 
director of Federal Relations. 
These position statements are often used by 
Corporate Communications in communicating 
the rationale for key decisions. However, 
even when the general public understands 
why a decision is made, it can still lead to 
negative media reports. "The media can be 
your best friend or your worst enemy," says 
Curran. "That is why it is so critical that we 
continue to maintain our strong relationships 
with reporters." 
According to an external analysis, less than 
1 percent of media reports about the company 
were negative during the second quarter of 
2003. "Our role is to help the media understand 
who we are, what we're about and, most 
importantly, why we do the things we do," 
says Curran. 
According to J ollivette, expressing who we 
are is a common thread running through the 
Public Affairs Group. "We support BCBSF's 
Mission of being a community-driven, 
customer-focused organization committed 
to the public good." � 
Blue Community Champions from Health Care 
Services in vited very special volunteers from Th e 
Arc Jacksonville to a teambuilding activity to prepare 
for Hubbard House 's Purple Ribbon Campaign . 
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A C R O S S 
1 .  ___ ___ consists of the company's position 
with respect to any issue and related laws, bills, 
regulations, or governmental proposals that affect the 
BCBSF family of companies, our members and the 
health insurance market. 
3 .  Our ___ __ _, consisting of our business 
definition, personality traits and positioning, is directly 
reflected through the BCBSF Brand Identity System in 
a way that is meaningful and distinctive across all 
audiences. 
7. ___ ___ ___ is an application that assists 
managers and employees in reporting the correct 
worked and non-worked time into the payroll system 
ensuring employees are paid correctly, fairly, and 
within legal guidelines and company policy. 
9. _____ includes all of the talents, skills, 
backgrounds and perspectives that make us unique 
and distinct individuals. 
■ ■ 
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DOWN 
C R O S S W O R D  
Look for the answers in an 
upcoming issue of Quick 
Connections. 
1 .  ___ ___ enhances the public's trust and 
confidence in BCBSF and builds strong relationships 
with key stakeholders. 
2. BCBSF has introduced a new quarterly edition of 
our BlueLine newsletter dedicated just to hospitals. 
BlueLine's _____ was developed in response to 
feedback from hospitals requesting more information 
and communication. 
4. The ___ Program TM addresses business ethics 
and applicable legal requirements . BCBSF is commit­
ted to applying the values of honesty, integrity and 
fairness in all business practices. 
5 .  This year's United Way theme is ___ __ _ 
___ ___ ! 
6. _____ is your company's news source. 
8. ___ ___ is designed to protect the value of 
the cross and shield and the reputation of our name. 
It guides us in delivering on our Promise and living 
up to the key attributes that define our company's 
personality and purpose. 
C E L E B R A T I N G  Y O U R  R O L E 
FINDING 
Happine 
O N T H � 
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